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ISN’T  IT  ABOUT  TIME  TO  BE 
JUST  SENSIBLE? 

Don  t read  this  if  you  are  an  optimist 

LL  over  this  country,  business 
men  are  worrying  themselves  and 
day  dreaming  and  nagging  their 
working  hours  by  thoughts  barbed 
with  poison  and  developing  a fine 
case  of  nerves  and  jumpy  agitation 
— just  because  business  isn’t  as  good  with  them 
as  they  think  it  ought  to  be — and  they  are  doing 
useless  worrying  instead  of  working. 

By  working  is  meant  a kind  of  effort  different 
to  that  occupying  the  hours  of  many.  Have  you 
got  a “husky”  in  your  shipping  room?  The 
kind  who  slings  crates  and  boxes  around  just  for 
the  sheer  joy  of  letting  loose  some  energy,  and 
whose  exuberance  is  the  cause  of  occasional 
claims  for  breakage.  In  order  to  get  an  idea  of 
the  definition  of  the  kind  of  work  suggested,  slip 
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out  for  fifteen  minutes  and  just  watch  him.  It’s 
a fair  chance  that  he  is  whistling,  or  singing  or 
shouting  to  a fellow  worker — “Hey,  Tim ! Watch 
this  one  go.” 

Well  if  there  is  that  kind  of  a husky  around  and 
he’s  more  frequent  than  generally  supposed,  he’s 
a sure  cure  for  the  ultramarine  tints  of  blueness. 
He’s  knocking  the  stuffing  out  of  his  job  and  he’s 
happy.  Happier  than  he  knows. 


Whistling  or  Singing 


No!  Husky  Jim  isn’t  wasting  time  telling  his 
pal  “what  a devil  of  a mess  the  country’s  in” — ! 
“That  the  Progressives  this” — “That  the 
Government  Railways  so  and  so” — and  “if 
Reciprocity,  etc.”  No,  Sir!  Jim  isn’t  wasting 
many  indigestible  hours  in  conference  in  such 
smoky  atmosphere.  He  doesn’t  know  it  but  he’s 
actually  doing  his  best  to  knock  the  props  away 
from  under  these  bogies  and  when  he  isn’t 
working  he’s  playing  with  the  kids,  throwing 
or  kicking  a ball  around  and  taking  “the  missus” 
to  the  movies  or  if  he  hasn’t  a missus,  it’s  the 
girl  whom  he  hopes  will  be  so. 


And  after  Jim  has  been  watched  and  studied  a 
bit  the  treatment  can  be  worked  down  with  a 
simple  chaser.  To  get  more  profits.  Get  more 
sales.  Which  isn’t  anything  more  than  getting 
more  people  to  want  your  product.  Childishly 
simple,  but  pretty  sure  to  be  accomplished  when 
Mr.  Business  Man  starts  going  after  business 
the  way  Jim  goes  after  tonnage  in  the  shipping 
room;  perhaps  a little  aggressively,  perhaps  a 
little  roughly,  but  above  all  sincerely  and  with 
more  sweat  on  the  brow  than  kinks  in  the  mind. 

And  Jim  lets  the  world  know  he’s  still  around. 
Squeak,  screetch,  swash,  bam,  bump — “How’s 
that,  kiddo,  when  you  can  do  that,  young  fellow, 
you’ll  be  a man  and  perhaps  be  able  to  smash 
Dempsey”,  shouts  Jim  to  his  young  assistant. 

While  in  the  business  office,  a psychoanalyst 
plunges  right  to  the  weak  spot  and  finds  a kind 
of  fear  that  something,  which  never  has  yet,  is 
going  to  happen — if — ;.  But  of  course  where 
Jim  has  made  a cure,  this  won’t  be  true.  Instead 
there’ll  be  something  cut  loose  in  the  Sales  and 
Advertising  Department  and  there’ll  be  a shout 
and  a wallop  put  to  work  to  convince,  entice 
and  collect  more  sales. 

SUCCINCT 

CHINESE  truckman  in  San  Francisco 
sent  the  following  bill  to  a grocer  for 
delivering  orders: 

l0Co°mes}At  50-  » Want $5 

— The  Boys’  Outfitter. 
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CRASHING  THE  GATE  OF  BIG 
BUSINESS 


JUST  as  you  step  off  the  elevator,  about  two 
feet  from  the  girl  at  the  telephone  switch- 
board is  a little  swinging  gate. 

Sometimes  it  is  veneered  wood.  Sometimes  it 
is  just  a rod  of  brass.  But  men  who  pushed  over 
the  Hindenburg  Line  and  men  who  smashed 
through  a Varsity  football  defense  stand  baffled 
before  that  little  gate. 

Beyond  that  gate  are  orders.  Men  are 
buying  and  selling.  Behind  you  is  the  elevator 
that  goes  back  to  the  street. 

There  is  one  man  who  can  walk  unchallenged 
through  that  gate  twenty  times  a day.  He  will 
walk  through  for  you  for  a penny  or  two  a trip 
and  your  message  will  be  taken  to  exactly  the 
right  desk. 

Are  you  using  him? 

He  is  the  Mail  Carrier. 


Print  your  story.  Print  it  well.  Use  pictures, 
if  pictures  make  your  goods  or  services  more 
easily  understood.  Use  good  paper  to  insure 
that  your  pictures  and  words  will  print  as  they 
should.  Then  mail  these  printed  messages  to 
the  MEN  beyond  the  Gate. 

After  you  have  done  this  for  awhile,  that  gate 
will  swing  open  for  you  as  easily  as  it  now  swings 
open  for  some  others. 


— Reinproof. 


HOW  TO  MISS  THE  DETOURS  WHICH 
CAUSE  CONFUSION,  LOSS  OF  TIME 


AND  ARE  SOURCES  OF 
FINANCIAL  LOSS 

Don’t  Confuse — 

Pictures,  with  advertising,  even  though  good 
art  work  to  accurately  present  your  product  or 
its  atmosphere,  is  useful. 

* * * 

Don’t  confuse  copy  with  printed  sales  effort. 
Altho’  words  are  generally  necessary  to  complete 

any  sale.  * 

* * * 

Never  let  the  idea  of  huge  space  without  other 
necessary  factors  unbalance  the  appropriation. 

* * * 

Reaching  a million  cheaply,  with  publicity, 
for  most  products,  is  never  as  economical  or 
profitable  as  thoroughly  convincing  a hundred 
thousand. 

* * * 

Don’t  confuse  your  own  sales  staff  by  ex- 
pecting them  to  waste  time  on  a part  of  sales 


effort  more  cheaply  accomplished  with  printing 
by  your  competitors. 


* * * 

Don’t  let  the  extravagant  banquet  of  “big 
appropriation”  or  “orgy”  of  huge  expenditure 
befuddle  the  mind.  The  balanced  diet  in 

advertising  as  in  humans  builds  healthy  business. 
* * * 

Think  of  preparation  and  follow  up.  Let 
remembrance  drift  on  how  much  effort  was 
required  to  sell  you  “yourself”  something  and 
keep  you  sold. 

* * * 

When  you  think  of  media  think  of  Sales 
Letters,  Booklets,  Sales  Catalogues,  Folders, 
Broadsides,  and  Blotters  as  included  in  any  list 

for  consideration. 

* * * 

The  trouble  with  advertising  to-day  as  well 
as  with  a lot  of  general  business  is  that  it  is  not 
working  hard  enough  along  the  lines  of  a thor- 
oughly prepared  plan;  and  many  are  confused 
that  its  magic  does  not  shower  gold  upon 
unbalanced  haphazard,  casual  and  often  careless 
effort,  which  has  never  bridged  the  gap  between 
presentation  and  sales. 

WITH  POSSIBLY  A VERY  FEW 
EXCEPTIONS 

As  has  been  said  by  the  S.  D.  Warren  Co., 

“Everybody’s  new  customer  was  somebody’s 
old  customer.’” 

“Every  salesman’s  “prospect”  is  some  other 
firm’s  customer.” 
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BRINGING  UP  THE  FAMILY  OR 
ROUNDING  OUT  THE  LINE 

REQUENTLY  a salesman  will  present  to  a 
customer  a product  whose  name  is  absolutely 
unknown  to  the  consumer.  “I  always  use 
your  Triple  X and  like  it,  but  I’ve  never  heard  of 
your  Double  O,”  says  the  customer. 

Here  then  is  opened  a wonderful  chance  for 
the  salesman  to  fall  back  on  the  old  truism  that 
“blood  will  tell.” 

“Don’t  you  see,  Mr.  Buyer,  that  behind  the 
Double  O line,  which  you  say  you’ve  never  tried, 
there  is  the  same  organization  and  reputation 
that  has  made  the  Triple  X famous.  It’s  of 
such  an  entirely  different  grade  and  made  for 
a new  purpose  that  you’ve  probably  never 
thought  of  us  in  this  connection.  You  can  take 
the  word  of  our  company,  that  the  Double  O will 
soon  take  its  place  as  the  leader  in  its  field  just 
as  Triple  X has  established  itself  without  a peer 
in  the  high  grade  company  of  its  class.” 


Your  own  need  and  use  of  paper  will  present  a 
good  reason  why  we  may  suggest  that  somewhat 
as  we  have  outlined  above  we  have  a problem, 
which  is  also  part  of  your  daily  business. 

For  years,  in  what  are  known  as  “High  Grades’  ’ 
the  Howard  Smith  Paper  Mills  “Beaver  S” 
trade  mark  has  carried  to  leadership  such  fine 
writing  papers  as  “H.S.P.  Extra  Strong,” 
“Krypton”,  “Royal  Record”,  and  “Chaldean 
Vellum”  and  in  the  fine  and  beautiful  Book 
Papers  the  names  of  “Carlyle  Japan”,  “Bard  of 
Avon”  and  “Byronic  Book”.  Closely  following 
the  above  writings  “Bell-Fast”  Bond  and 
Ledger  has  scored,  with  its  generous  per- 
centage of  rag,  in  a large  field  where  quality 
but  not  of  such  high  grade  is  needed  for  letter- 
heads, statements,  invoices,  insurance  policies, 
accounting  records,  etc. 

Then  came  a demand  for  writing  and  ledger 
papers  made  from  wood,  known  as  Sulphite 
papers.  Victory  and  Progress  Bonds  and 
Ledgers  were  soon  established  as  “Beaver  S” 
leaders  in  this  field,  for  sales  letters,  temporary 
forms  and  records,  etc. 

Another  need  was  soon  met  by  our  manufac- 
ture. Book  or  text  papers,  not  of  the  artistic 
antique  or  plate  finished  with  deckle  edges; 
but  papers  known  as  S.C.,  meaning  Super 
Calendered  or  M.F.,  Machine  Finish.  These 
are  used  for  catalogues,  price  lists,  cheaper 
booklets,  etc.  These  brands  are  not  water- 


All  “Beaver  S”  papers  are  made  by  Howard  Smith  Paper  Mills  Limited 
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marked,  but  may  be  bought  by  specifying 
Howard  Smith  paper. 

Another  new  line  launched  to  meet  a large 
Canadian  need  and  the  only  one  of  its  kind  is 
“Made  in  Canada”  blotter.  All  other  is  im- 
ported. 

THE  NEW  BABY 

And  now  let  us  tell  you  about  the  new  baby — 
the  latest  arrival,  NumberSix  Bond,  water- 
marked, well  made,  but  of  cheaper  material,  to 
meet  the  ever  increasing  demand  of  scientific 
business  for  forms  of  all  sorts,  where  “put  it  in 
writing”  means  business  saving  and  profit  but 
where  expense  for  such  must  be  kept  low, 
memos,  forms,  and  notations  as  are  needed  for 
transient  and  short-lived  tabulation  and  record. 

In  this  outline  we  have  sketched  a situation 
which  meets  your  needs  and  presents  at  times  a 
problem  to  us.  Undoubtedly  many  of  these 
watermarks  or  brands,  all  Beaver  S trade  marks, 
are  satisfactorily  known  to  you.  Why  not 
standardize  on  Howard  Smith  Papers?  Write 
us  for  our  “Blue  Book”  which  shows  generous 
samples  in  weights  and  colours  and  from  which 
you  may,  as  required,  select  a paper  by  name  to 
meet  your  needs.  If  you  have  one  already, 
thumb  through  it  as  you  think  of  paper  and 
printing  purchases.  If  not,  just  send  a post- 
card and  say,  “Please  send  your  Blue  Book,” 
and  give  your  name  and  firm  address. 


With  Mills  at  Beauharnois , Crabtree , Gaspe,  Que.  and  Cornwall , Ont. 
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Wins  Million  Dollar  Law  Suit 

THAT  so  simple  a thing  as  the  watermark  in 
a piece  of  paper  was  sufficient  to  decide  a 
lawsuit  involving  $10,000,000  was  recently 
brought  out  in  the  American  papers. 

A claimant  for  a large  proportion  of  the  estate 
of  the  late  Wellington  R.  Burt,  of  Saginaw, 
presented  a contract  which  if  proven  genuine 
would  have  entailed  payment  of  $10,000,000. 

The  only  witness  to  the  alleged  contract 
being  dead,  and  the  signatures  apparently 
genuine,  all  might  have  gone  well  with  the 
claimant. 

However,  as  often  happens  in  schemes  of  this 
kind,  no  heed  was  taken  as  to  the  paper  on  which 
the  contract  was  drawn  up,  and  this  happened 
to  be  a watermarked  paper. 

So  when  the  case  came  on  for  trial  it  was 
proven  by  the  testimony  of  the  paper  makers 
themselves  that  this  particular  sheet  of  paper 
was  not  made  until  after  the  year  1900,  whereas 
the  contract  was  dated  1880. 


LETTERHEADS 


on 

BELL-FAST 

BOND 


Showing 

Reproductions  of  winning 
letterheads,  as  submitted 
in  our  recent  contest  by 
Canadian  Printers  and  pro- 
duced  on  Bell-Fast  Bond. 


First  Prize — $50.00 

To  Thompson  & Sons  Limited — Toronto 
Lithographed  Letterhead 


Honourable  Mention  to 

Thompson  & Sons  Limited — Toronto,  Ont. 
Lithographed 


THE  NATIONAL  LIFE 


TORONTO 


Honourable  Mention  to 

Thompson  & Sons  Limited — Toronto,  Ont 

Lithographed 


Northern  Importing  Co.  Limited 


Winnipeg 


First  Prize — $50.00 

To  Skene  Engraving  Company — Winnipeg 
Embossed  Letterhead 


FINANCIAL  TIMES 
• PRESS 

MONTREAL 


jgjj 


First  Prize — %o.oo 
To  Financial  Times  Press — Montreal 
Printed  Letterhead 


Honourable  Mention  to 
Federated  Press — Montreal,  P.Q. 
Printed 


Honourable  Mention  to 

Shears  Dolsen  Printing  Company — Vancouver,  B.C. 
Printed 


Honourable  Mention  to 
Grand  & Toy — Toronto,  Ont. 
Embossed 


is  a bond  of  “rag  content”,  tub  sised,  loft  dried, 
made  in  White  and  Seven  Colours  especially 
adapted  to  the  following  specific  uses: 

Letterheads,  Sales  Letters 

Ledger  Sheets,  Insurance  Policies,  etc. 

Invoice  and  Statement  Forms 

and  all  forms  requiring  good  strong  paper 

BelbFast  is  also  made  as  a Ledger  Paper,  water- 
marked in  the  style  as  above,  “BelbFast  Ledger” 

Tour  request  will  enable  us  to  suggest  proper 
paper  specifications  for  your  needs 


O not,  however,  confuse  the  use  of 
BelbFast  with  our  other  Beaver  S 
bonds  of  higher  grade,  containing  a greater 
percent  of  rag,  and  therefore  stronger, 
which  should  be  used  wherever  the  finest 
papers  are  required.  These  are  well  known 
by  their  own  watermarks — Krypton  in  sew 
eral  finishes — Royal  Record,  in  four  colours 
and  white  and  H.  S.  P.  Extra  Strong. 


The  original  “dandy  roll”  (which  forms  the 
watermark  in  the  paper)  was  presented  as 
evidence,  and  so  conclusive  was  it  (the  age 
of  the  typewriting  machine  used  also  being 
corroboratory)  that  the  Burt  heirs  were  given 
a most  sweeping  decree. 

All  of  which  makes  of  interest  the  following 
from  a recent  writer,  inasmuch  as  few  know  the 
origin  of  watermarks  as  seen  to-day  in  most 
grades  of  bond,  writing  and  ledger  papers,  and 
some  of  the  finer  book  papers.  Says  this  writer: 

“Often  they  carried  messages  of  the  conviction 
of  the  guilds  which  made  the  paper,  expressing 
the  ideas  through  a series  of  symbols  which 
came  to  be  recognised  as  a language  in  itself, 
fraught  with  hidden  meaning. 

“Bulls  and  madonnas,  crosses  and  keys, 
hands  and  crescents — all  were  used  to  express 
the  convictions  of  the  mediaval  craftsman  who 
dared  not  put  his  beliefs  in  words.  From  1280, 
when  the  first  watermarks  were  put  into  paper, 
until  after  the  Reformation,  the  title  pages  of  old 
books  form  a record  of  the  feelings  of  the  times. 

“They  are  made  from  the  raised  letters  or 
design  on  the  “dandy  roll”,  which  comes  into 
contact  with  the  pulp,  causing  the  fibres  to 
form  around  the  design.  In  high-grade  ledger 
papers  for  records,  the  date  of  manufacture 
sometimes  also  appears.  The  watermark  is 
left  in  the  dried  paper,  a delicate  design  traced 
in  light.” 


— Gage  Readings. 


HOW  TO  ORDER  LETTERHEADS 


WHAT  DOES  THE  LETTERHEAD  SAY? 

Silence  speaks  louder  than  words 

WHAT  DOES  THE  SALES  LETTER  DO? 

Ask  the  man  who  uses  them . 

THE  several  steps  in  the  creation  of  a fine 
letterhead  should  generally  follow  a routine 
somewhat  as  follows. 

Decide  exactly  what  material  is  needed. 
Firm  name,  address,  branch  offices,  etc.  These 
details  will  have  to  be  settled  sooner  or  later. 
It’s  cheaper  to  do  it  at  the  beginning.  Decide 
on  the  number  of  colours  and  quality  of  the 
paper  stock  to  be  used.  Differentiate  sales 
letters  from  corporation  and  special  executive 
stationery. 

Call  in  the  printer,  lithographer,  or  engraver 
who  is  to  do  the  work.  Ask  for  suggestive 
samples  and  show  the  material  to  appear  and 
from  samples  select  for  guidance  and  general 
style.  A sketch,  finished  design  or  proof  will 
then  be  shown  you.  Check  these  carefully  as 
changes  on  finished  engraving  for  lithography 


or  embossing  are  expensive  and  sometimes 
impossible. 


With  your  O.K.  production  can  then  proceed. 
Be  sure  your  design  and  paper  breathe  the  atmos- 
phere of  your  business  and  that  the  method  of 
manufacture  selected  is  appropriate  to  the 
paper  you  desire. 

WHAT  TO  AVOID:— 

All  too  many  letterheads  can  be  divided  into 
four  classes:  Florid  designs  of  Mid  Victorian 
scroll  and  flourish ; Flamboyant  colours ! T ortured 
lettering  “to  be  different”  and  Bird’s-eye  views 
(made  to  suit)  of  the  many  seeming  square 
miles  of  plant.  Needless  to  say  these  classifi- 
cations suggest  warning  and  will  serve  to  advise 
purchasers  when  they  are  in  danger  of  represent- 
ing their  business  in  the  atmosphere  of  the 
commonplace. 

ADVERTISING  DIDN’T  MAKE 
THE  DEFICIT 

44  Where  advertising  is  necessary  to  get  business  we  propose  to 
advertise  '*  says  Sir  Henry  Thornton . 

SIR  Henry  Drayton  questioned  the  fact  that 
$1,280,000  had  been  spent  on  advertising. 
“I  don’t  recognize  that  as  waste  in  any 
sense.  We  propose  to  push  our  wares,”  said 
the  C.N.R.  President.  “We  have  to  advertise, 
especially  in  our  newer  fields  less  known  than 
those  of  other  countries.  This  company  does 
not  propose  to  sit  down  and  do  nothing  in  the 
line  of  getting  business.  Where  advertising  is 
necessary  to  get  business  we  propose  to  ad- 
vertise.” 
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CAUTION 

ANY  people  who  should  advertise  and 
don’t  remind  one  of  the  Georgia  cracker. 

Barefooted,  he  sat  on  the  steps  of  his 
tumble-down  shack,  smoking  a corncob  pipe. 

A stranger  stopped  for  a drink  of  water. 
Wishing  to  be  agreeable,  he  said: 

“How  is  your  cotton  coming  on?” 

“Aint’  got  none,”  said  the  cracker. 

“Didn’t  you  plant  any?”  asked  the  stranger. 
“Nope,”  said  the  cracker;  “’fraid  o’  boll 
weevils.” 

“Well,”  said  the  stranger,  “how  is  your  corn  ?” 
“Didn’t  plant  none,”  said  the  cracker,  “’fraid 
there  wa’n’t  goin’  to  be  no  rain.” 

The  stranger  was  abashed,  but  cheerful  still. 
“Well,  how  are  your  potatoes?”  he  asked. 
“Ain’t  got  none,”  said  the  cracker;  “’scairt 
o’  potato  bugs.” 

“Well,  what  did  you  plant  ?”  said  the  stranger. 
“Nothin’,”  said  the  cracker,  “I  jest  played 
safe.”  — The  Recorder. 


Treat  every  sales  and  advertising  inquiry  as 
an  incubator  baby  and  in  seventeen  or  eighteen 
years  you’ll  have  a young  giant  of  a customer 
account. 
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YOUR  PARTNER,  THE  PRINTER 

OT  so  long  ago  a prominent  advertising 
writer  said:  “More  depends  upon  the  print- 
er of  direct-mail  advertising  than  we  are 
always  sure  to  estimate. 

“The  only  printing  jobs  I have  ever  been  com- 
pletely satisfied  with  have  been  done  by  printers 
I knew  knew  their  business,  and  without  any 
hint  or  designs  from  me.  I merely  indicated  the 
quality  of  work  I wanted  and  told  the  printer 
what  the  work  was  to  be  used  for.  And  that  is 
the  way  to  get  good  printed  matter,  so  far  as  I 
know,  the  only  way.” 

— Quids  and  Quads. 
PARKING  SPACE 

It  has  been  said: — “It’s  getting  difficult  to 
find  parking  space  for  advertising” — which  is 
true  when  advertising  is  continually  done  as 
others  do  it.  Thirty  Fords  in  a row  attract 
little  attention  when  lined  up  against  a curb; 
but  park  a Rolls  Royce  in  the  midst  of  this 
setting  and  see  the  attention  it  gets. 

GOOD  FORMS  ARE  QUICKER 

It’s  quicker  to  put  it  in  writing  on  paper 
than  lose  time  later  looking  in  the  files  of  for- 
gotten memory. 

Take  the  “Beaver  S”  way  to  simple  standard- 
ized economy,  convenience  and  quality,  use 
the  Blue  Book  along  your  paper  road.  Have 
you  a copy  ? — use  it — if  not  ask  us  for  one. 


Ideas  aren’t  worth  anything  unless  they  are 
used.  — Hewitts. 


* * * 

THE  STAGE  IMPROVED  ON 

One  reason  I like  the  movies — 

When  dead  an  actor  falls, 

He  can’t  revive  amid  applause 
And  take  six  curtain  calls. 

— Boston  Transcript. 
* * * 

“Eat  a raw  onion  every  day  and  you’ll  be 
happy  and  healthy,”  advises  a doctor.  And 
you’ll  find  there’ll  be  more  room  for  you  in  the 
trains  and  busses,  too. 

— London  Opinion. 

* * * 

“How  do  you  sell  this  cheese?” 

“I  often  wonder  myself,  ma’am.” 

— Tit-Bits  (London). 
* * * 

Most  people  think  a rabbit 
Is  cowardly  and  frail. 

And  yet,  though  he  is  timid. 

No  cook  can  make  him  quail. 

— Judge. 

* * * 

A thing  is  worth  precisely  what  it  can  do  for 
you,  not  what  you  choose  to  pay  for  it. 

— John  Ruskin. 


Printed  on  our  **Byronic  Boo\”  White , Laid. 


WITH  EACH  ISSUE  of 
THE  CREST  WE  TRY  TO  REMIND 
YOU  of  BEAVER  S PAPERS 

T5hey  are  something  you  need 

IT  is  not  our  desire  to  try  to  sell  you  an 
unnecessary  product.  ((Nor  something 
beyond  the  proper  limits  of  your  require' 
ments.  ((We  are  glad  to  advise  and  suggest 
the  most  appropriate  paper  for  any  purpose 
you  require — just  ask  our  Service  Depart' 
ment,  that’s  what  it’s  for. 

HOWARD  SMITH  PAPER 
MILLS  LIMITED 

Is  the  “ Beaver  S"  Blue  Boo\ , as  above 
on  your  des\?  If  not,  as\  us  for  a copy. 


